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ABSTRAK 
 
 Penelitian ini bertujuan untuk mengetahui pengaruh dari Shopping 
Emotion  Pleasure, Shopping Emotion Arousal dan Perceived Risk terhadap 
Impulse Buying. Selain itu juga mengetahui pengaruh hubungan antara 
shopping emotion pleasure, arousal, dan perceived risk terhadap impulse 
buying dengan Buying Impulsiveness Trait sebagai moderator konsumen 
Hartono Elektonika Surabaya.  
 Hasil penelitian ini menunjukkan bahwa Pleasure, Arousal, dan 
Perceived Risk memiliki pengaruh yang positif terhadap Impulse Buying. 
Shopping Emotion Pleasure dan Arousal tidak memiliki hubungan yang 
kuat dengan impulse buying dengan memoderasi buying impulsiveness trait 
pada Hartono Elektronika Surabaya. Sedangkan Perceived Risk memiliki 
hubungan yang kuat terhadap Impulse Buying dengan memoderasi Buying 
Impulsiveness Trait pada Hartono Elektronika Surabaya. Penelitian ini 
diharapkan dapat memberikan kontribusi yang penting dalam 
menggabungkan sebuah faktor individu yang berhubungan dengan 
Impulsive Buying. 
 
Kata Kunci: impulsive buying behavior, shopping emotions, pleasure, 
arousal, persepsi resiko, buying impulsiveness, pembelian tak terencana, 
dan moderated regression analysis. 
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ABSTRAK 
 
 This study aims to determine the effect of Emotion Shopping  
Pleasure, Shopping Emotion Arousal and Perceived Risk of Impulse 
Buying. In addition, the effect of the relationship between emotion shopping 
pleasure, arousal, and perceived risk of impulse buying with the buying 
impulsiveness trait as a moderator of consumer Hartono Elektonika 
Surabaya. 
 The results of this study indicate that the pleasure, arousal, and 
perceived risk has a positive influence on impulse buying. Shopping 
emotion pleasure and arousal did not have a strong relationship with 
impulse buying with moderated buying impulsiveness trait in Hartono 
Electronika Surabaya. While perceived risk has a strong connection to the 
Impulse Buying with moderated buying impulsiveness trait in Hartono 
Electronika Surabaya. This research is expected to give an important 
contribution in combining an individual factor associated with impulsive 
buying.  
 
Keywords: impulsive buying behavior, shopping emotions, pleasure, 
arousal, perceived risk, buying impulsiveness, impulse buying, and 
moderated regression analysis. 
 
